Abstract: The present research investigates perceived fit effects according to the focus that consumers place when evaluating brand extensions. Process-focus encourages consumers to focus their thoughts on the process of reaching an outcome, thereby affecting extension evaluations on the basis of the process similarity between the original brand and its extensions. Conversely, outcome-focus encourages consumers to focus their thoughts on the final outcome, thereby affecting extension evaluations on the basis of the final outcome similarity between the original brand and its extensions. With this conceptual framework, the present research demonstrated that for the process-focus condition, the extension was evaluated more favorably when the similarity between the process of the original brand and the process of its extension was present (Study 1). By contrast, for the outcome-focus condition, the extension was evaluated more favorably when the similarity between the final outcome of the original brand and the final outcome of its extension was present (Study 2).
To expand the scope of this ongoing literature, the present research addresses a bipolarized fit perception between the original and its extensions. This is particularly important to address in consumer behavior because people sometimes base their evaluations on bipolarized views of one product (Liberman & Trope, 1998; Park et al., 1991) . For example, consider taking a weight-loss program. One may take two aspects into consideration: one aspect is thinking about a healthy life after taking the program and the other aspect is thinking about the difficult steps required to complete the program, such that one may take the program if she/he focuses on a healthy life despite the difficult steps. However, one may be reluctant to take it if she/he focuses on the difficult steps during the program. Thus, the decision to take the program depends on which aspects of the program one focuses on.
In this regard, it is suggested that a fit between the original brand and its extension could sometimes be perceived in different ways. That is, the level of perceived fit could be bipolarized, such that an extension may be perceived to be a better fit to the original brand in one pole but to be less fit in the other pole on one dimension. Thus, depending on which pole people place their focus at the time of decision-making, the extension may have a different fit perception to the original brand.
Recent research on mental simulation (Escalas & Luce, 2003; Pham & Taylor, 1999) indicates the possibility that perceived fit effect in the evaluation of brand extension may depend on which pole consumers place the focus of their thoughts on in comparison between the original brand and its extensions. Process-focus encourages consumers to focus their thoughts on the process of reaching an outcome, whereas outcome-focus encourages consumers to focus their thoughts on the final outcome. In this regard, the present research suggests that an extension may become more fit to the original brand in one pole (e.g., process pole) but become less fit in the other pole (e.g., outcome pole) and vice versa. Consequently, the extension may be evaluated more/less favorably. Thus, the present research examines this possibility. Specifically, in an effort to broaden our understanding of the scope of brand extension, this research investigates a bipolarized fit perception between the original brand and its extension.
Theoretical Background
Mental Simulation: Process-Versus Outcome-Focus Mental simulation (Pham & Taylor, 1999; Taylor, Pham, Rivkin, & Armor, 1998) suggests two types of the focus of thoughts: processversus outcome-focus. In the process-focus, people are likely to place the focus of their thoughts on the process of reaching an outcome, whereas in the outcome-focus, people are likely to place the focus of their thoughts on the final outcome. According to prior research, mental simulation can often lead to positive changes in attitudes, behavioral intentions, and actual behavior (Escalas, 2004; Escalas & Luce, 2003 , 2004 Taylor et al., 1998) .
In a study by Pham and Taylor (1999) , participants in the process-focus condition were instructed to imagine how they would study to get a high grade on the midterm exam, whereas those in the outcome-focus condition were instructed to imagine themselves actually getting a high grade on the midterm exam. The finding revealed that participants in the process-focus condition performed better on the midterm exam than those in the outcomefocus condition. Escalas and Luce (2003) also examined the effect of mental simulation in an advertising context. Specifically, participants in the process-focus condition were asked to place their focus on the process of using vitamins, whereas participants in the outcomefocus condition were asked to place their focus on the end result of using the vitamins. The result showed that participants in the processfocus condition showed higher purchase intentions than those in the outcome-focus condition.
In another series of studies, Escalas and Luce (2004;  Experiment 2) manipulated process-and outcome-focus with fictitious shampoo product advertising. For processand outcome-focus manipulation, participants were instructed to "imagine the process of using the shampoo product" in the processfocus condition, whereas in the outcome-focus condition, participants were instructed to "imagine the end benefits of the shampoo product." They found that for the processfocus condition, strong arguments relative to weak arguments led to higher intentions to buy the shampoo, whereas for the outcomefocus condition, no difference was found in intentions to buy the shampoo. A part of this study's theoretical base is that in the planning process, strong arguments (vs. weak arguments) are more likely to elicit a step-by-step action plan and, hence, higher intentions will be generated because the manipulation of process-focus fits the step-by-step action plan induced by strong arguments. Chan, Sengupta, and Mukhopadhyay (2013; Experiment 1) also instructed participants to perform processversus outcome-focus and found that for the process-focus condition, optimism increased intentions to buy jeans, whereas for the outcome-focus condition, optimism did not impact on intentions to buy the jeans. This study's theoretical base is that in the anticipatory purchase situation, optimism is more likely to elicit process ease perception and, hence, higher intentions will be generated because the manipulation of process-focus fits the process ease perception induced by optimism. These aforementioned studies indicate that higher behavioral intentions can be created by matching the manipulation of process focus to a situationally induced process perception.
Likewise, a bipolarized fit perception can be created by matching the process or outcome of the original brand to the process or outcome of its extension. For the process-focus fit perception, the manipulation of process-focus prompts people to focus on the process of the original brand and its extension and hence, the extension can be perceived to be a better fit to the original brand in the process pole by matching the process of the original brand to the process of its extension. For the outcomefocus fit perception, the manipulation of outcome-focus prompts people to focus on the outcome of the original brand and its extension and, hence, the extension can be perceived to be a better fit to the original brand in the outcome pole by matching the outcome of the original brand to the outcome of its extension.
Process-Versus Outcome-Focus and Brand Extension
Perceived fit in brand extension is regarded as the extent to which consumers perceive extensions to be congruent with the original brand (Aaker & Keller, 1990) and is expressed in a way, such as when a similarity among categories, features/attributes, or concepts is present (Bridges, Keller, & Sood, 2000; Keller, 2002; Park et al., 1991) . Because of the easier transfer of positive associations and/or beliefs of the original brand to its extensions, higher perceived fit contributes to the formation of favorable evaluations of extensions (Aaker & Keller, 1990; Boush & Loken, 1991) . For example, Park et al. (1991) demonstrated that perceived fit could lead to favorable extension evaluations. The basic notion of the study is that products may be perceived as being similar on the basis of their concept similarity, such that the positivity of the original brand could be transferred to its extension product and thus, perceived fit between the original brand and its extension on the basis of brand concept leads to favorable extension evaluations. Likewise, for the present research, perceived fit effect is expected to operate in a similar manner.
Based on prior research on brand extension and mental simulation (Escalas, 2004; Pham & Taylor, 1999) , process-focus encourages consumers to focus their thoughts on the process of reaching an outcome (e.g., "steps" to complete a weight-loss program) and therefore, processfocus consumers may perceive the original brand and its extension as being similar when a similarity between the process of the original brand and the process of its extension is present (Aaker & Keller, 1990; Park et al., 1991) . Thus, it is suggested that for the process-focus condition, the extension is evaluated more favorably when the similarity between the original brand and its extension on the basis of the process is present (Study 1). Conversely, outcome-focus encourages consumers to focus their thoughts on the final outcome (e.g., "healthy life" after completing the program) and therefore, outcome-focus consumers may perceive the original brand and its extension as being similar when a similarity between the final outcome of the original brand and the final outcome of its extension is present. Thus, it is suggested that for the outcome-focus condition, the extension is evaluated more favorably when the similarity between the original brand and its extension on the basis of the final outcome is present (Study 2). The present research explores these effects in the following studies.
Study 1 Method
Participants. Fifty-six undergraduate students (mean age = 20.59 years, SD = 0.65, 22 female) participated in the study for a course credit. They were randomly assigned to a condition of process-focus versus outcomefocus.
Stimuli. United Parcel Service (UPS) was used as the original brand. Pizza Chain was selected as an extension (see Appendix). The selection process of adopting these stimuli was referred to the similar selection process of prior research (Thompson, Hamilton, & Petrova, 2009 ). UPS has two aspects in terms of process versus desirable outcome ("delivery" versus "convenience"). Pizza Chain also has two aspects in terms of process versus desirable outcome ("delivery" versus "tasty").
Procedure. Participants were first informed that two unrelated tasks were to be carried out. They were then randomly assigned to either a process-focus condition or an outcome-focus condition. In the process-focus condition, participants were asked to think about and write down the process that would lead to winning a gold medal in an Olympic game, whereas in the outcome-focus condition, participants were asked to think about actually winning a gold medal in an Olympic game and to write down desirable outcomes obtained by winning a gold medal (see Pham & Taylor, 1999 , for a similar manipulation). After the task, participants were given instructions with a brief description of UPS as a leading global company with the fastest delivery systems and were told that UPS had recently planned on launching a Pizza Chain. They were then told a careful examination of UPS-Pizza Chain advertisements. No specific information was provided, except a picture of the UPS-Pizza Chain. Next, participants were told to complete dependent measures. Perceived fit was measured on a 7-point scale (not similar/similar, not close/close, α = .83). The extension was evaluated with three items on 7-point scales (bad/good, unfavorable/favorable, dislike/like, α = .84). Lastly, participants answered manipulation check questions and were debriefed.
Results
Manipulation check. The focus of participants' thoughts was assessed ("How much did you think about and write down the way that would lead to winning a gold medal in an Olympic game?" and "How much did you think about actually winning a gold medal in an Olympic game and write down desirable outcomes obtained by winning a gold medal?") on 7-point scales (1 = not at all, 7 = very much; Escalas & Luce, 2004) . The analysis showed that participants in the process-focus condition thought that they had focused on and written down the process more than the outcome (M = 5.74 vs. 2.41; F(1, 54) = 90.62, p < .001), whereas participants in the outcome-focus condition thought that they had focused on and written down the outcome more than the process (M = 6.07 vs. 3.00; F(1, 54) = 65.93, p < .001).
Extension evaluation. A significant effect of the difference between process-and outcome-focus conditions was found. Participants in the process-focus condition evaluated the extension more favorably than those in the outcome-focus condition (M = 4.44 vs. 3.71; F(1, 54) = 7.01, p = .01). That is, the UPSPizza Chain was evaluated more favorably when the process-focus was activated than when the outcome-focus was activated.
Perceived fit. A significant effect of perceived fit was found. Participants in the process-focus condition rated higher perceived fit than those in the outcome-focus condition (M = 4.06 vs. 2.67; F(1, 54) = 22.46, p < .01).
Mediation role of perceived fit. The study used regression analysis to analyze the mediation role of perceived fit (Baron & Kenny, 1986; Maier, Elliot, & Lichtenfeld, 2008) . First, a regression analysis was performed on the extension evaluation with process-focus versus outcome-focus as an independent variable. The analysis found a significant effect (β = .34, t(54) = 2.65, p = .01). However, this effect was reduced to a nonsignificant level (β = .15, t(53) = 1.06, p = .29) when perceived fit was included as an additional independent variable, while perceived fit remained significant (β = .34, t(53) = 2.31, p < .05). Thus, perceived fit mediated the effect of process-focus versus outcome-focus on extension evaluation.
Study 2 Method
Participants. Fifty-seven undergraduate students (mean age = 20.81 years, SD = 0.40, 38 male) participated in the experiment for a course credit. They were randomly assigned to a condition of process-focus versus outcomefocus.
Stimuli. ORGA, a leading organic food store, was used as the original brand. Fitness Club was selected as an extension (see Appendix) . ORGA has two aspects in terms of process versus desirable outcome ("eating food" versus "health"). Fitness Club has two aspects in terms of process versus desirable outcome ("exercising" versus "health").
Procedure. The procedure and dependent measures were similar to those of Study 1. For dependent measures, perceived fit was evaluated with two items on 7-point scales (not similar/similar, not close/close, α = .75). The extension was evaluated with three items on 7-point scales (bad/good, unfavorable/favorable, dislike/like, α = .89).
Results
Manipulation check. The analysis showed that participants in the process-focus condition thought that they had focused on and written down the process more than the outcome (M = 5.80 vs. 2.48; F(1, 55) = 135.46, p < .001), whereas participants in the outcome-focus condition thought that they had focused on and written down the outcome more than the process (M = 6.15 vs. 2.67; F(1, 55) = 118.31, p < .001).
Extension evaluation. There was a significant effect of the difference between the process-focus condition and outcome-focus condition. Participants evaluated the extension more favorably in the outcome-focus condition than those in the process-focus condition (M = 5.20 vs. 4.33; F(1, 55) = 8.96, p < .01). That is, ORGA-Fitness Club was evaluated more favorably when the outcome was focused on than when the process was focused on.
Perceived fit. There was a significant effect of perceived fit. Participants rated higher perceived fit in the outcome-focus condition than those in the process-focus condition (M = 5.04 vs. 3.67; F(1, 55) = 20.93, p < .01).
Mediation role of perceived fit. A regression analysis was performed on the extension evaluation with process-focus versus outcomefocus as an independent variable. This analysis found a significant effect (β = .37, t(55) = 2.99, p < .005). However, this effect was reduced to a nonsignificant level (β = .11, t(54) = .85, p = .40) when perceived fit was included as an additional independent variable, while perceived fit remained significant (β = .49, t(54) = 3.79, p < .001). Thus, perceived fit mediated the effect of process-focus versus outcome-focus on extension evaluation (Table 1) .
General Discussion
Perceived fit is one of the most important factors to determine success or failure of new products in brand extension. Higher perceived fit between the original brand and its extensions leads to more favorable evaluations of brand extensions. Thus, researchers have adopted perceived fit in various brand extension studies. However, prior research on perceived fit in brand extension in large part concentrated on a product level (Boush et al., 1987; Broniarczyk & Alba, 1994; Herr, Farquhar, & Fazio, 1996; Keller & Aaker, 1992) .
To broaden the scope of the brand extension literature, the present research explored a bipolarized fit perception between the original brand and its extensions by applying mental simulation. The results showed that the extensions were evaluated more favorably in one pole but were evaluated less favorably in the other pole, depending on which pole participants placed their thought focus. Specifically, the UPS-Pizza Chain was evaluated more favorably when the process was focused on than when the outcome was focused on, whereas the ORGA-Fitness Club was evaluated more favorably when the outcome was focused on than when the process was focused on. Thus, the findings indicated that participants in the process-focus condition evaluated the extension more favorably when the similarity between the process of the original brand and the process of its extension was present. By contrast, participants in the outcome-focus condition evaluated the extension more favorably when the similarity between the final outcome of the original brand and the final outcome of its extension was present.
In addition, related to the stimulus of Study 1, some might suggest that the outcome of the parcel package and pizza may be regarded as convenience in perspective of a higher representation level. Thus, this research conducted an additional test for the outcome-focus condition. A group of 40 undergraduate students participated in this test. The procedure was similar to that of Study 1. We primed participants with the Olympic game manipulation (similar to the outcome manipulation of Study 1) and then asked them to write down three desirable outcomes obtained by parcel package or pizza, but some wrote one or two desirable outcomes. To analyze the result, desirable outcomes, such as convenience or speed, were coded as "convenience" and others were coded as "neutral" and desirable outcomes, such as tasty, were coded as "tasty" and others were coded as "neutral." The numbers were summed. The result of repeated measure showed that for the parcel package condition, the representation of convenience was higher than neutral (M = 1.79 vs. 0.71), whereas for the pizza condition, the representation of tasty was higher than neutral (M = 1.52 vs. 0.68). This difference was qualified by an interaction effect (F(1, 38) = 28.35, p < .001). Thus, this test might rule out the possibility that the outcome of parcel package and pizza might be regarded as convenience in perspective of a higher representation level. Based on the current findings, some potential implications should be noted. First, a majority of prior research on brand extension has focused on perceived fit between the original brand and its extensions in product level. However, the present research specifically focuses on a bipolarized fit perception between the original brand and its extensions and provides an interesting insight about a potential determinant of perceived fit in the brand extension literature. Second, a fit between the original brand and its extensions could sometimes be perceived in different ways, such that the extensions might sometimes be perceived to be a worse fit to the original brand at a glimpse (e.g., UPS and Pizza). However, by directing consumers' attentions to a pole that can be fit to the original brand, the extension brands could be evaluated more favorably. Otherwise, less favorable evaluations occur if consumers' attentions unintentionally head to the other pole.
Third, prior research on mental simulation (Escalas & Luce, 2004; Pham & Taylor, 1999) shows that process-focus relative to outcomefocus has better effects in task performance or goal achievement. However, the present research shows that sometimes outcome-focus relative to process-focus leads to better effects. Thus, we suggest a possible moderating role of process-versus outcome-focus in extension evaluations. Finally, this study is relevant to successful launching of new extension products. The findings of this study point to ways that one can proactively create environmental contexts, such as advertising backgrounds, that can enhance process versus outcome similarity between the original brand and its extensions.
The limitations of the present research should be pointed out. First, the present research employed student samples and a quite controlled setting and hence, the similar findings might not yield in realistic settings. For generalizability, future research is necessary to test this study in a more realistic environment. Second, the study adopted only limited products. To generalize the findings, future research is needed to replicate this study with various product classes. Third, we used a conventional manipulation of processversus outcome-focus (Pham & Taylor, 1999) . Thus, future research needs more realistic priming manipulation.
